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Dedication

With pride, gratitude and real love—we dedicate this Remix to the guerrillas who were part of the mix—part of the lore that has become and is becoming guerrilla marketing. Those guerrillas are the guerrilla co-authors whose names appear in this book and whose gleaming words of advice and knowledge generously flow from these pages.

 



—Jay and Jeannie Levinson





Foreword


JAY INVENTED IT.


You don’t get to say that very often (not the “Jay” part, of course, the “invented” part). Jay invented modern marketing. Jay invented the guerrilla mindset. Jay invented the notion that advertising and marketing weren’t the same thing. Jay figured out how to take this brilliant idea and turn it into hundreds of brilliant ideas and dozens of books.

This book is just the tip of the iceberg. It’s not a short book, but it’s ultimately too short, because there’s too much to cover.

The world of marketing is a better one because Jay made it that way.

—Seth Godin 
Author, Poke the Box


 



Seth Godin 
45 Main Street 3R 
Hastings on Hudson, NY 10706 
http://www.sethgodin.com (click on my head!)





part 1

INSIGHT INTO GUERRILLA MARKETING





chapter 1

What Marketing Really Is


IT’S THE PRECIOUS CONNECTION between you and whoever buys what you sell.

The connection is made online, in person, by phone, by mail, at a show, on a sign, by hearing, by reading or by seeing. It lasts from the moment the customer learns about you until he or she gets enticed away from you by a cagier guerrilla. But if you’re a guerrilla, that probably won’t happen to you.

You know what guerrillas know—that you knock yourself silly winning a customer, and you don’t lose that customer no matter what. That means you realize that the precious connection comprises what marketing really is—an entire experience.

Your job as a guerrilla: Make every single moment of the experience satisfying, simple, and worthwhile for the customer. When you do that, you’re truly a practitioner of guerrilla marketing.


Marketing is—the precious connection between you and whoever buys what you sell.




It isn’t easy to be that good. To give you a powerful competitive advantage, we’re giving you the pure gold we’ve mined from the treasury of guerrilla marketing. In our opinion, it’s all gold, but in these pages appear the nuggets that are purest and newest, the most leading edge and timeless of all.


Marketing really is—an entire experience.



Marketing begins the second that you know you’ve got a product or service to sell to a person. In that second, crucial questions pop up: What is the name of what you’ll be selling? Where can people buy it? How much will it cost? How will people pay? How much will it cost you to produce it? What color will be on the website and the shelf?

The answers to these questions change like the wind because marketing changes the same way. That ability to change is part of the DNA of guerrilla marketing.

There are two other parts to that DNA: The first is the ability to operate according to a very simple plan. Everybody can do that.

The second part is committing to that plan. Not everybody can do that. Most people expect quick answers, which don’t happen; instant results, which don’t happen; and high profits at the outset, which don’t happen. So they abandon their plan, making certain that it won’t happen. And then they complain that marketing doesn’t work for them.

But marketing works for everyone—if they do it right. This Guerrilla Marketing Remix exists to help you do it right.

Guerrilla marketing has made the transition from a maverick kind of marketing to mainstream marketing. It has taken its message from a single place in California to the majority of the world. It has been embraced by both small and large businesses on our planet for two straightforward reasons:
Marketing without a plan is like going into battle under a commander who says: “Ready . . . fire! . . . aim.”



1. It simplifies a seemingly complex topic.

2. It works every time if you do it right.



Guerrilla marketers have mastered the craft of doing it right. The purpose of this remix is to transform you into a guerrilla marketer. After the transformation, you’ll understand that marketing is all contact anyone representing your company has with anyone who does not represent your company. Marketing is not just the blaring trumpets. It’s also the easily overlooked details. But guerrillas don’t overlook them.


Marketing is—the truth made fascinating.



Guerrillas understand that today, marketing is the truth—always the truth—made fascinating—always fascinating. In the past, much of marketing was not the truth. And certainly, most of it was not fascinating.

What a lot of people fail to understand about marketing is that it is a process. It is not an event. Guerrilla marketing has a beginning and a middle but rarely an end—unless you sell your business. Even then, it should not have an end, unless you sold your business to a half-wit.

Marketing is also a business more than an art. Sure, It embraces all art forms—music, writing, acting, dancing, video, painting, illustrating, photography, singing—but don’t delude yourself thinking that you’re an artist. You’re a guerrilla, and your focus is on the profits of your business. If there’s any emotional gratification involved, it’s because of the steady and robust rise of those profits, not because of any awards or compliments you receive along the way.


Marketing is—a process, not an event.



A great artistic performance is often followed by applause and cheering. A great marketing performance is often followed by apathy and inaction. Why is that? That’s because it is marketing and not an artistic performance. Yet, many non-guerrillas, failing to hear the applause, figure that their  marketing isn’t working. Marketing hardly ever works instantly. If you need instant results, go into farming. Often, that works faster than marketing. But even the best farmers can’t rush the process of planting, fertilizing, and harvesting.


Marketing is—an opportunity to educate prospects and customers on how to succeed at achieving their goals.



Guerrilla marketing works consistently and eventually. It hardly ever works immediately. We’re glad we’re clearing that part up right at the outset. We don’t want to see any long faces on business owners who have everything it takes to succeed except for patience.

Here’s what else marketing is: It’s a big chance for you. It’s your sparkling opportunity to educate your prospects and customers on how to succeed at achieving their goals. Whether those goals are to earn more money, grow a business, shrink a waistline, play better golf, attract a mate, or lose weight, marketing is your chance to show people how to make their dreams a reality. We’re living smack-dab in the middle of the Information Age, so you can give away free information to help your target market hit their own bull’s-eyes.

Perhaps you can do it with information. Or marketing success might lie in the products you offer or the services you render. Whatever it takes, your product can probably solve the problems of your audience. So consider yourself a problem solver. When you do, you’re well on your way to being a guerrilla marketer.

Of course, in addition to being a craft for a problem solver, we must admit marketing also involves an element of art. Truth be told, marketing is the art of getting people to change their minds; it’s a way to persuade them to see it your way, to stop doing things the way they’ve been doing them and begin doing them your way because doing them your way will make their lives easier, will help them achieve their goals, will help them be happier—whatever that takes. So one of your jobs as a guerrilla is to see what it really does take.


GOLD RUSH


In 1853 a man went to the California gold rush hoping to make his fortune by selling tents to the miners. However, the weather was fine, and the miners slept out in the open, so the man could sell no tents. But he was creative; he made his fortune anyway, and his name is famous to this day.

 



How did he become rich? . . . And who is he?

 



He used the tough tent cloth to make trousers for the miners. His name was Levi Strauss.



Let’s stop here for a moment just so you can be clear on one thing. Are we telling you that guerrilla marketing is easy? We are not. Because it is not easy. There are many good things about it, including effectiveness, certainty, efficiency, freedom from stress, and the pure joy of doing things right. But it is not about ease. One would think that to be a guerrilla marketer, you’ve have to work your tail off. And you do have to work hard.

But we’ve created this Remix so that you don’t have to work your tail off. Jay has worked a three-day week from our home since l971, so we don’t want to lead you down a garden path toward overwork. No guerrilla is a workaholic.


Marketing is—the art of getting people to change their minds.



Excellence in hiring, training, and delegating protects guerrillas from that malady. What do hiring, training, and delegating have to do with marketing? They have everything to do with it because they are integral parts of the experience your customers will have with you.

Guerrilla marketing is a realization that a galaxy of details affect the power of your brand, the experience your customers have with you, and the size of the smile on your face when you review your profits.

’Nuff said. Let’s just do it.


HUMAN RESOURCES HELPFUL HINTS


Take the prospective employees you are trying to place and put them in a room with only a table and two chairs. Leave them alone for two hours, without any instruction. At the end of that time, go back and see what they are doing.


• If they have taken the table apart, put them in Engineering.

• If they are counting the butts in the ashtray, assign them to Finance.

• If they are waving their arms and talking out loud, send them to Consulting.

• If they are talking to the chairs, Personnel is a good spot for them.

• If they are wearing green sunglasses and need a haircut, Computer Information Systems is their niche.

• If the room has a sweaty odor, perhaps they’re destined for the Help Desk.

• If they mention what a good price we got for the table and chairs, put them into Purchasing.

• If they mention that hardwood furniture DOES NOT come from rainforests, Public Relations would suit them well.

• If they are sleeping, they are management material.

• If they are writing up the experience, send them to the Technical Documents team.

• If they don’t even look up when you enter the room, assign them to Security.

• If they try to tell you it’s not as bad as it looks, send them to Marketing.






WALT DISNEY AND RAY KROC


Both Walt Disney and Ray Kroc were said to have been neat freaks, to the point of OCD (obsessive-compulsive disorder). The story is told that one day both were attending the same event and found each other in the restroom at the same time. Neither one of them wanted to touch the restroom door handles, so they struck up a conversation that lasted for more than 20 minutes, as they patiently waited for someone else to enter the restroom, which allowed them to both scurry quickly out the door before it closed.





NEATNESS


Neatness is not something that occurs on a Monday morning. Neatness is something that should go on every second that you’re open. If people see that your premises are sloppy, they’re going to assume that’s the way you run your business. If they see your premises are neat, they’re going to assume that’s the way you run your business.

 



While we were visiting Disney World, we spent some time at Epcot, and we sat down on a bench and watched people litter for about half an hour because we wanted to see how long the litter would stay on the ground. It never stayed there longer than 10 minutes. People would appear from behind shrubbery or drop from a cloud and pick up the litter and restore the neatness. Disney employees clean the restrooms twice every 30 minutes. Disney knows the importance of neatness.

 



What’s the main reason people patronize McDonald’s? 1) Clean restrooms. 2) Good French fries. Hamburgers don’t really factor in it at all. McDonald’s executives know clean restrooms are a free marketing weapon and that people make purchase decisions based on the neatness or sloppiness of premises.

 



Walk into a Nordstrom department store—see if you can find any hint of sloppiness. You never will because Nordstrom managers realize neatness is a marketing weapon.







chapter 2

What Marketing Is Not


HOWEVER IT APPEARS TO THE PUBLIC, don’t kid yourself into thinking that marketing is show business. It is not. There’s no business like show business, and that includes marketing.

Think of marketing as sell business, as solve-a-problem business, as create-a-desire business, but don’t think for a moment that you’re around to entertain the throngs. Someone else got there before you. You’re here to provide those throngs with positive purchase experiences. You’re a guerrilla.

Guerrillas know that no matter how much they may advertise, marketing is definitely not advertising. There are 200 weapons of guerrilla marketing. Advertising is one of them. Whatever you do, don’t overlook the other 199. Your customers won’t appreciate it if you do.

Sure, advertising is seen by a lot of people. And there was a time when it worked. But it certainly doesn’t work now nearly as well as it used to.


Marketing is NOT show business. Think of marketing as sell business, as solve-a-problem business, as create-a-desire business, but don’t think for a moment that you’re around to entertain the throngs.



If you have a website, don’t expect it to work. Planning an ad campaign? Expect grief. How about PR? Doesn’t work as well as it used to. So what does work?

Marketing combinations work. If you have a website and you advertise it vigorously and you run a publicity program to tie in with it, they will all work—each part of the formula contributing its own particular magic. The guerrilla marketing weapons actually help each other work, which is why guerrillas are ever mindful that individual weapons can’t win battles all by themselves.

That’s why advertising is not marketing, and email is not marketing, and telephone calls are not marketing—not alone they’re not. But as part of a combination, they’re lethal. Marketing is not any single one of the 200 weapons. It’s the wise use of many of them.

Everyone knows that people look online first before making a purchase. So is being online the trick for your business? It is part of the trick, but being online is not marketing. It also needs a lot of help. We hope you’re beginning to see that it’s the guerrilla who provides the help that the weapons of marketing need.

The guerrilla helps with information and with action. One without the other hardly does the job. Together, they pack an awesome punch. We’re here with this Remix to provide the exact information that you need.

The action is up to the person whose name is on your driver’s license. All the information that exists is meaningless without that person taking action.


Marketing is not any single one of the 200 weapons. It’s the wise use of many of them in combination with each other.





TELEPHONE DEMEANOR


Once, we were called into Midas Muffler Shops because they were dismayed at their inability to make appointments with callers. Midas was getting 100 percent of its initial contacts by the phone, which is wonderful, but employees were converting only 71 percent of those callers into appointments, which is terrible. It meant they were dropping the ball 29 percent of the time.

 



While surveying the shops in person, we couldn’t help but notice that most of the time, the ringing telephone was answered by a person who obviously didn’t want to be on the phone. That person was too busy, in a conversation with a customer, in a bad mood, or an introvert.

 



Whatever the reason, the person answering the phone didn’t want to be doing that—and it showed. No wonder so many callers failed to make an appointment for a new muffler.

 



We suggested Midas undertake a telephone training program. It would take only half a day. Midas was so warm to the idea that it instituted a new rule: “You can’t answer the phone at a Midas Muffler Shop unless you’ve taken this telephone training.”

 



Within six months, Midas began converting 94 percent of all callers into finished appointments. That represents more than a million dollars in profits, yet the cost was negligible.




For many companies, there was a time when marketing was direct mail. But now, it’s known that direct mail needs a lot of help. Companies using this technique need to employ some guerrilla imagination.




Many people continue to think that marketing is telemarketing, or couponing, or social networking. All of those actions are part of marketing, but none of them are the whole deal. Don’t ever think we’re still in an age of single-weapon marketing. If you do, you may be the only one left who thinks that way.


POSTAGE STAMPS


Guerrillas know that people are assaulted with a blizzard of direct mail every day. Most of those direct mailing pieces get thrown into the wastebasket without the envelope ever being opened.

 



So guerrillas facing up to this reality put 11 stamps on each letter. They decide to pop for first-class postage, but rather than a single stamp, they’ll put on 11 stamps. They’ll put a six-cent stamp, two four-cent stamps, two three-cent stamps, and six two-cent stamps, and then they’ll mail the letter because they know the recipient has never received a letter with 11 stamps on it.

 



That letter’s going to be noticed. That envelope is going to be opened, and the contents are going to be read because it’s the first time in the person’s life they ever received a letter with so many stamps upon it. This is the true essence of guerrilla marketing. It does not cost more money, but it does take time, energy, and imagination.

 



Another application of this in direct mail is if you’re going to do a mailing from Dallas, where you live, first have your mailing sent to someplace like Portugal, then have it mailed from Portugal because then your prospects will be receiving an envelope for the first time in their lives with a Portuguese postmark and a Portuguese stamp. That’s what we mean by imagination.



Guerrilla marketing embraces 360 degrees of communication, reaching target audiences in as many ways as are affordable and possible. Your task as a guerrilla is to be aware of all the marketing weapons available to you, to experiment with many of them, and then to identify the combination of weapons that provides the highest profit to you.



MARKETING COMBINATIONS


We know a guerrilla bed seller with a mom-and-pop store who chalks up more than $1.5 million in sales each month and uses only four marketing weapons.

1. Radio commercials direct people to his website and his showroom.

2. His website answers questions and directs visitors to his showroom.

3. Trained salespeople capitalize on the momentum created by the radio and website.

4. The free gift of a comforter, a set of sheets, two pillowcases, and two good pillows ensures healthy word-of-mouth marketing after the sales.

How expensive is that combination of marketing weapons? Not very expensive—but extremely effective. That should be your goal as a guerrilla: marketing that is not very expensive but extremely effective.

 



Sounds almost too easy, but it isn’t easy to come up with the winning combination. Yet guerrillas have learned that what they sacrifice in ease, they make up in profits.





Here’s something else that marketing isn’t: brochures. People rush out to produce a brochure, thinking that’s all the marketing they’ll need. It probably is a very important link in the chain that leads to success, but a brochure certainly is not marketing all by itself. Maybe it used to be, but this is not your parents’ generation. It’s yours—especially if you’re a guerrilla marketer.

Pay close attention here because many failed businesses just didn’t get this. Marketing is not a stage for humor. If you use humor  in your marketing, people will recall your funny joke but not your compelling offer. If you use humor, it will be funny the first and maybe even the second time. After that, it will be grating and will get in the way of what makes marketing work: repetition. Humor sabotages your marketing right from the outset, but some misguided people think that marketing is supposed to be funny.


Marketing is not a place for humor. If you use humor in your marketing, people will recall your funny joke but not your compelling offer.



Those same people most likely think that marketing is their invitation to be clever. Get that notion out of your mind. People remember the most clever part of your marketing but it’s your offer that they should remember. Think of cleverness as a marketing vampire that sucks attention away from your offer.


MIXED MESSAGE


An anti-drug organization distributed material to children in school. However, this had the opposite effect to what was intended.

Why?

The group distributed pencils with the printed message: “WAY TOO COOL TO DO DRUGS.”

As the children sharpened the pencils down, the message became: “COOL TO DO DRUGS,”

and eventually just “DO DRUGS.”

 



Attention to details can make or break your campaign message.




Think of cleverness as a marketing vampire that sucks attention away from your offer.



Also dismiss the notion that marketing is complicated. Marketing becomes complicated for people who just cannot grasp the simplicity of marketing, but it is most assuredly user-friendly to guerrillas. They begin with a seven-sentence, guerrilla marketing plan, then they commit to that plan. That’s certainly not complicated.

We’ve saved the best for last. We’ve saved it for last because it’s the number-one misconception about marketing. More money has been lost due to this misconception than due to any other factor in marketing. We see people who do everything right until they actually start marketing—and that’s when they fall right on their keister or their face. Neither one is an option for guerrillas.


LOCATION, LOCATION, LOCATION!


There are two important things for you to know about location.

1. Many bankrupt businesses in America at one point had the best location in town, but they relied so much on it that they ignored the other 199 weapons. Location isn’t enough. It’s important but not enough.

2. The best location in the United States and the best location in your town is on the internet.

America is learning how to buy things in a new way in a new place. They’re learning to buy things in a new way by buying online. And the new place is the internet. And unless you’re there, you’re missing out on a location that’s only going to improve in time.



Marketing is not a miracle worker. Fortunes are lost regularly by people who expect miracles from marketing. But the marketing business is not the miracle business. It’s the patience business. It’s the planning business. If you expect miracles, you’re going to get ulcers.

Marketing is an opportunity to earn profits with your business, a chance to cooperate with other businesses in your community or your industry, and a process of building lasting relationships. But a miracle worker, it is not.


The marketing business is not the miracle business. It’s the patience business. It’s the planning business. If you expect miracles, you’re going to get ulcers.







chapter 3

The Birth of Guerrilla Marketing


I FIGURE THAT GUERRILLA MARKETING was born in 1957 when, as a U.S. Army counterintelligence analyst, I was required to write reports of investigations in one and one-half pages, single-spaced. That taught me the importance and the challenge of being concise.

It also led me to begin a career in advertising, first as a secretary because I could type 80 words per minute, and then as a copywriter when I had written so many ads and commercials that never saw the light of day that I finally learned how to make them good enough to run.



I figure 
guerrilla 
marketing was 
born in 1957 when, 
as a U.S. Army 
counterintelli- 
gence analyst, I 
was required to 
write reports of 
investigations. 
That taught me to 
be concise. It also 
led me to begin 
a career in 
advertising.




Eventually, I had the blessed experience to be able to create advertising for famed brands like Green Giant, Pillsbury, Chrysler, Procter & Gamble, Kellogg’s, Sears, and Quaker Oats. I got to see, hands-on and  firsthand, what worked for the big companies with the bottomless bank accounts.

Then I ventured off on my own and created marketing materials for then-little companies in new industries: computers, solar energy, waterbeds, fast-food chains, plus a little-known men’s magazine called Playboy. These enterprises had empty wallets but big ideas. I quickly learned what they needed and could afford on the marketing front. It was different from what the big guys used. So were the pressures. The smaller companies couldn’t afford to make mistakes and had to get everything right the first time.

By this point, I had written a couple of books about earning money without the necessity of holding a job. The first, Earning Money without a Job, led to my being invited to teach a class at the extension division of the University of California—Berkeley.


I got to see firsthand what worked for big companies with bottomless bank accounts. Then I ventured off on my own and created marketing materials for then-little companies in new industries.



The second book, 555 Way to Earn Extra Money, was the result of my yearlong research—without Google’s help—of how other people get it on without a job. In it, I had a chapter on how to market with a limited budget. Both books helped my class at Berkeley to be filled to the brim.


“I have always believed that writing advertisements is the second most profitable form of writing. The first, of course, is ransom notes . . .”

—Philip Dusenberry



One day in class, one of my students raised his hand and asked, “Jay, most of us in this room have long hair, Levi’s, empty pockets,   great ideas for businesses, and zero ideas on how to market those businesses. Can you recommend a book for us to read?”


I knew that, in business, my students wanted the conventional goals of financial independence, freedom from stress, balance in their lives, and companies they could grow to their heart’s content. But they couldn’t achieve those goals with marketing unless they used unconventional methods.



Stupidly, I said, “Yes, I promise I’ll be back to you with book recommendations next week.” After class, I went to the library to find good books to recommend but found none. I went across San Francisco Bay to the library at Stanford University but came up empty once again. Same sad story in the public libraries for Oakland, San Jose, Sacramento, and the city of San Francisco.

All the existing marketing books I found seemed to be written for readers running companies with $300,000 monthly budgets. These were certainly not the kids in my class. Plus, the books had an uncanny ability to make me yawn and confuse me.

But I had made a promise to my students to recommend a book. So I did what I had to do: made a list of ways that companies can market without investing much money in the process. My list, “527 Ways to Market without Much Money,” was exactly what my students needed but was not exactly a winner in the book title department.

I knew that, in business, my students wanted the conventional goals of financial independence, freedom from stress, balance in their lives, and companies they could grow to their heart’s content. But they couldn’t achieve those goals with marketing unless they used unconventional methods.

It’s the same situation faced by guerrillas in wartime. They want the conventional goal of victory, but because they lack the financial resources, they need to employ unconventional methods.


Guerrilla Marketing. That was an apt title for the book I was going to write for my class. The subtitle stated the premise and the promise: Secrets for Making Big Profits from Your Small Business.

When I sat down to write the book, which I did for my students, I had no idea that the book would become a series and take on a life of its own. I had no clue that it would sell more than 21 million copies in 62 languages, making me one of the world’s first authors not to understand 61 editions of his own book.

The rest of the series came from the same spark that ignited the first guerrilla marketing book. Every book I write does not come from inspiration, or even perspiration, but from my own need to write books that fulfill the needs of others.


Entrepreneurs are in the same situation faced by guerrillas in wartime. They want the conventional goal of victory, but because they lack the financial resources, they need to employ unconventional methods.



The long-haired kids in my class? The ones with tiny businesses nobody had heard of? They used guerrilla marketing to build enormous companies almost everyone has heard of now: Apple, Microsoft, Adobe, Hewlett-Packard, Oracle, and a pack of other Silicon Valley leaders. Some later brought me to their headquarters to deliver a series of guerrilla marketing seminars.


“Ideas are like rabbits. You get a couple, learn how to look after them, and pretty soon you have a dozen.”

—John Steinbeck



While this was happening, the largest businesses in the world realized that they, too, could and should use guerrilla marketing to   power up their profits. Many members of the Fortune 100 had me deliver presentations to their entire companies, not wanting to miss out on the chance to earn higher profits while investing less money. That’s nice work if you can get it, and you can get it with guerrilla marketing.


FURNITURE STORE


There was once a man who owned a little furniture store. One day he got to work and noticed that there was new construction going on at the lot on his right. Later in the week he noticed that it was a competing furniture store, much larger than his own.

 



Then a month later he noticed that there was new construction on the lot to his left, and to his dismay he soon realized that it, too, was another large furniture store.

 



If that weren’t bad enough, one day he got to work and noticed that the store on his right had unfurled a huge banner outside announcing, “Grand Opening Sale—prices slashed 50 percent.” He looked to the left and saw that the other store had also unfurled a banner saying, “Monster Clearance Sale—prices slashed 75 percent.” Worse yet, each banner was larger than his own store.

 



The little store owner, being a guerrilla, and knowing he couldn’t compete with those kind of prices, responded by creating and displaying his own banner, which simply read:

 



“MAIN ENTRANCE.”



You can’t create superstar businesses all by yourself. A man who conducted seminars for the California Department of Probation heard me speak and asked if he could represent me as my speaking agent. “My speaking agent?” I asked. He answered, “You’re probably too busy giving talks and writing books to have a person whose   sole responsibility is getting you more speaking engagements. I can do that for you, including the countless details, as your speaking agent if you pay me a percentage of each engagement I book.”

And so was born Guerrilla Marketing International, and so spread the word about guerrilla marketing. It grew a lot because of the efforts of my late speaking agent, Bill Shear, and now by my new speaking agent, daughter Amy.


Guerrilla marketing has grown because it is astonishingly simple and because it works so well.



Our company is presided over, thank heavens, by my wife, Jeannie, also my favorite co-author. So you can see that as the brand has grown so have our opportunities for nepotism, which we unabashedly pursue.

After all, guerrilla marketing reminds you never to do what you can delegate. I always want to expend my energies writing and speaking. As new things such as the internet and social media enter the marketing world, I team up with experts on those things to help create a new guerrilla marketing entity.

Guerrilla marketing also has grown because it is astonishingly simple and because it works so well. You’ll see.





chapter 4

The Spread of Guerrilla Marketing


RIGHT FROM THE START, guerrilla marketing ignited possibilities in the entrepreneurial imagination.

Guerrilla marketing flourished and gained fans for 10 straightforward reasons, not the least of which is that it really and truly does help guerrillas generate higher profits.

1. It is simple and not complicated.

2. It works every time if you do it right.

3. It has an enticing name that attracts experimentation.

4. It fits small business, which grows at a record pace.

5. It is affordable no matter how dismal the economy.

6. It embraces new forms of marketing.

7. It eliminates most of the stress about marketing.

8. It is ideal for the internet and connected world.

9. It helps big business as much as small business.

10. It grows profits for businesses around the planet.

Luckily, I lived in the San Francisco Bay area, one of the cradles of modern civilization. It was a fertile ground to nourish the infant  guerrilla marketing. And it was in the l970s, lush, historic terrain for robust marketing escalation, with a tsunami of knowledge and technology happening in my own backyard.


Original computer marketing was created by nerds for nerds, understandable only to nerds.



An explosion of wisdom! But most of it was ineptly masterminded by individuals who knew everything about technology but nothing about marketing. The original computer marketing was created by nerds for nerds, understandable only to nerds. I was seriously considering the purchase of a computer but was overwhelmed by the marketing, which sent me scurrying to the medicine cabinet in pursuit of two or even three aspirins to calm my techno-babble-created headache.

I’m not saying that all wisdom comes from nerds, but I do consider them to be at the helm of a lot of progress. The clients I encountered were either old-world business types brainwashed about marketing by their fuddy-duddy education or new-age, techno types befuddled about marketing by their analytical instruction. They were forming companies in industries that hadn’t existed when I—or they—were born. It was a golden age for guerrilla marketers.

That intense need screamed out for practical, usable, understandable information about marketing. Walking the walk so I could more justifiably talk the talk, I disseminated that information in books, talks, seminars, radio and TV interviews, newsletters, articles, coaching programs, subscription websites, online forums, and presentations at conventions for all sorts of marketers who just plain needed to become guerrilla marketers. Everybody did.

Everybody could understand it. Everybody could afford it. Everybody could profit with it. Everybody could learn how to do it right. Everybody could experiment with it. Everybody liked how it removed the stress associated with marketing—non-guerrilla marketing, that is.


COMPUTER INDUSTRY VS. CAR INDUSTRY


Bill Gates reportedly compared the computer industry with the auto industry and stated, “If GM had kept up with the technology like the computer industry has, we would all be driving $25 cars that got 1,000 miles to the gallon.”

 



In response to Bill’s comments, General Motors issued a press release stating, “If GM had developed technology like Microsoft, we would all be driving cars with the following characteristics:1. For no reason whatsoever, your car would crash twice a day.

2. Every time they repainted the lines in the road, you would have to buy a new car.

3. Occasionally your car would die on the freeway for no reason. You would have to pull over to the side of the road, close all of the windows, shut off the car, restart it, and reopen the windows before you could continue. For some reason you would simply accept this.

4. Macintosh would make a car that was powered by the sun, was reliable, five times as fast and twice as easy to drive—but would run on only 5 percent of the roads.

5. The oil, water temperature, and alternator warning lights would all be replaced by a single “General Protection Fault” warning light.

6. The airbag system would ask: “Are you sure?” before deploying.

7. Occasionally, for no reason whatsoever, your car would lock you out and refuse to let you in until you simultaneously lifted the door handle, turned the key and grabbed hold of the radio antenna.

8. Every time GM introduced a new car, car buyers would have to learn to drive all over again because none of the controls would operate in the same manner as the old car.

9. You’d have to press the “Start” button to turn the engine off.





One of the more amazing aspects to the movement was how this new marketing discipline—created to help small businesses and devised to give them leverage against the big businesses—began to capture the fancy of those big businesses.

Invitations poured in for me to address the national conventions of one behemoth company after another. They were hiring me to train their people about how to benefit from guerrilla marketing. After all, they wondered, why shouldn’t we be able to get more for our marketing investment, the same as the little companies? Why shouldn’t we cuddle up with this maverick marketing, which is obviously becoming mainstream marketing?


Guerrilla marketing holds to the highest standards of ethics, and goes out of its way to offend no individuals, no groups, no communities.



Each time I would address a giant convention audience, I was gratified to see that my guerrilla speaking agent had seen to it that each member of that audience was holding a new copy of my latest guerrilla marketing book.

Those books came out at the rate of two per year from my Underwood typewriter, then my Royal typewriter, then my Remington Selectric typewriter, then an Epson word processor. I’d write one book by myself. I’d write the next with a co-author.

When social media loomed large on the horizon, I could conscientiously study it for a year and write a book about it alone. Or I could co-author it with Shane Gibson, a recognizable presence on Facebook, a well-known tweeter on Twitter for a long time, and a speaker on the social media before I knew what they were about. Decisions like that are easy to make. That’s why the spread of guerrilla marketing information has been so prolific and books about it so abundant.


NEW-AGE OFFICE TERMINOLOGY


Adminisphere: The rarefied, organizational layers beginning just above the rank and file. Decisions that fall from the adminisphere are often profoundly inappropriate or irrelevant to the problems they were designed to solve.

 




Alpha Geek: The most knowledgeable, technically proficient person in an office or work group.

 




Blamestorming: Sitting around in a group, discussing why a deadline was missed or a project failed, and who was responsible.

 




Chainsaw Consultant: An outside expert brought in to reduce the employee head count, leaving the top brass with clean hands.

 




Chips & Salsa: Chips = hardware; salsa = software. “Well, first we gotta figure out if the problem is in your chips or your salsa.”

 




CLM (Career Limiting Move): Used to describe ill-advised activity. Trashing your boss while he or she is within earshot is a serious CLM.

 




Cube Farm: An office filled with cubicles.

 




Dilberted: To be exploited and oppressed by your boss. Derived from the experiences of “Dilbert,” the comic strip. “I’ve been Dilberted again. The old man revised the specs for the fourth time this week.”

 




Flight Risk: Used to describe employees who are suspected of planning to leave a company or department soon.

 




GOOD Job: A “Get-Out-Of-Debt” job. A well-paying job people take in order to pay off their debts, one that they will quit as soon as they are solvent again.

 




Idea Hamsters: People who always seem to have their idea generator running.

 




Mouse Potato: The online, wired generation’s answer to the couch potato.

NEW-AGE OFFICE TERMINOLOGY


Ohnosecond: That minuscule fraction of time in which you realize that you’ve just made a BIG mistake.

 




Percussive Maintenance: The fine art of whacking the heck out of an electronic device to get it to work again.

 




Prairie Dogging: When someone yells or drops something loudly in a cube farm, and people pop their heads up over the walls to see what’s going on.

 




SITCOMs (Single Income, Two Children, Oppressive Mortgage): What happens to yuppies when they have children and one of them stops working to stay home with the kids.

 




Stress Puppy: A person who seems to thrive on being stressed out and whiny.


Tourists: People who take training classes just to get a vacation from their jobs.


Treeware: Hacker slang for documentation or other printed material.


Umfriend: A personal relation of dubious standing or a concealed intimate relationship, as in “This is Dylan, my . . . um . . . friend.”

 




Uninstalled: Euphemism for being fired. Heard on the voicemail of a vice president at a downsizing computer firm: “You have reached the number of an uninstalled vice president. Please dial our main number and ask the operator for assistance.” (Syn: decruitment.)

 




Xerox Subsidy: Euphemism for swiping free photocopies from one’s workplace.


Yuppie Food Stamps: The ubiquitous $20 bills spewed out of ATMs everywhere. Often used when trying to split the bill after lunch, “We each owe $8, but all anybody’s got are yuppie food stamps.”

 




404: Someone who’s clueless. From the World Wide Web error message, “404 Not Found,” meaning that the requested document could not be located. “Don’t bother asking him; he’s 404, man.” 




I learned early from Howard Gossage, one of my two mentors—Leo Burnett was the other—that you shouldn’t try to say everything to everybody because you will end up saying either everything to nobody or saying nothing to everybody. Instead, you should try and succeed at saying something to somebody. The guerrilla marketing books, increasingly specialized as they are, try to say many somethings to many somebodies. That seems to work.


OUTWITTING THE COMPETITION


A man went to a TV station and bought one minute’s worth of advertising time. He handed a DVD to the station manager and learned the exact second when his one-minute ad would be on the station.

 



Just before the scheduled time, the man turned on his TV set, tuned it to the correct channel and waited. At exactly the time for his ad, a test pattern went on. The sound, an intense, pure tone, did not change for one full minute. The picture stayed the same, too. The man, very pleased, smiled and turned off his TV set.

 



What just happened to make him so happy with his ad?

 



The man was a political candidate running for a local office on a very limited budget. He had been tipped off that his well-funded opponent had just bought a very expensive, 30-minute infomercial time slot.

 



Being a guerrilla, the less-funded candidate bought the minute just before the infomercial and broadcast a test pattern, hoping to induce TV viewers to turn off their sets or change the channel.



So does opening my mind to the constant changes that take place in marketing. When I wrote the first guerrilla marketing book, there was no internet. But now, if guerrilla marketing did not include the internet, it would become obsolete in a hurry. But now, if guerrilla marketing did not include the internet, it would become obsolete in a hurry. That’s why guerrilla marketing today includes technology,   social media, memes, psychology, ecology, nonprofit growth, and networking. It will continue to change with the times. Like the technocrats who remind us that “there’s an app for that,” we can envision saying, “there’s a book on that.” We can almost say that already.

I wonder how widespread guerrilla marketing would be if there were no internet; no power-packed mobile devices; no generously accommodating broadband. Guerrilla marketing works hand-in-hand with technology. It pairs up well with the small-business explosion. And it’s easy to love during a recession. No wonder it has spread.

Many non-guerrillas erroneously thought that guerrilla marketing meant ambush marketing. It doesn’t. Or sneaky marketing. It doesn’t. Or marketing with graffiti. It doesn’t. Or unethical marketing. No way. Guerrilla marketing holds to the highest standards of ethics, and goes out of its way to offend no individuals, no groups, no communities. The only people guerrilla marketing is designed to offend are your competitors. You have our blessing when you do that.





chapter 5

The Simplicity of Guerrilla Marketing


A LOT OF MARKETING THEORY confuses people because it’s more complicated than it has to be. One of the reasons guerrilla marketing has been so warmly welcomed by business is because it’s not complicated and is very straightforward. While wondrous new technologies can help you in your mission of raising your profits, guerrillas don’t let those technologies blur that mission. Keeping it simple is a guerrilla goal and a powerful competitive advantage when it comes to speed and profitability.

The seller is happy when the buyer is happy. So make as many buyers happy as you can. That requires quality and service, but that’s why you’re here—and it’s not complicated.


A lot of marketing theory confuses people because it’s more complicated than it has to be.



The entire process is made up of five broad strokes. Take those strokes and add as many bells, whistles, systems, technologies, apps, and economic doodads as you want—but be sure that all five broad strokes are taken. Do that and you’ll never think that marketing has  to be anything that Simple Simon couldn’t handle with his right hand tied behind him.


“Know where to find the information and how to use it. That’s the secret of success.”

—Albert Einstein



The first broad stroke doesn’t require any of your hands—only your ears. The first broad stroke is your ability to listen. Be alert for problems. Be alert in social situations and the social media. Be alert in the attention you pay to the mass media. Are people talking about problems they have, problems that need solving?

Zero in on the problems that don’t yet have solutions. Pick a problem that you can solve. That’s how you respond to opportunity. The first broad stroke begins with your ears. Don’t tell me that it’s complicated to listen.


GREATER EFFICIENCY


A store owner was receiving complaints from customers about not being able to find anyone in the store to ask for help.

How did the owner achieve greater efficiency by using nothing but simple cones?

 



At the water cooler, drinking cups in the shape of paper cones were provided. Since the cones couldn’t be set down on any surface, employees had to drink the water more quickly. This simple strategy caused the employees to speed up their breaks and increase their productivity—allowing more time on the floor for customer service.





Keeping it simple is a guerrilla goal and a powerful competitive advantage when it comes to speed and profitability.



The second broad stroke is determining how much it will cost you to solve that problem. Maybe you can solve it with information and with service. If not, how much will it cost you to make it or buy it? Be very careful with this step as with all the broad strokes, to overlook nothing. Broad strokes tend to magnify errors, so you don’t want to make even the most minor mistake. Savvy manufacturers, led by Japan, now hire mistake counters to help reduce errors they don’t want to make in the daunting world of mass production. Guerrillas are their own mistake counters, and their favorite number is zero. Avoiding errors is hardly a complicated chore.


“Talk to people about themselves and they will listen for hours.”

—Benjamin Disraeli



The third broad stroke is the entire subject of this book. When you tally the costs of producing your offering, don’t overlook the costs of marketing it. And don’t overlook the necessity to market it.

If you build a better mousetrap, the world won’t beat a path to your door unless they know about that mousetrap. They learn about it from your marketing, especially if it’s guerrilla marketing.

Marketing is the KEY to selling an idea. It’s not a bailout—it’s a rescue plan.

If you’ve come up with a truly nifty solution, the marketing for it will catch wind and fan out to others who have long been
Marketing is the KEY to selling an idea. It’s not a bailout—it’s a rescue plan.





STICKY SITUATION


A man and his dog went for a walk in the woods. When the man returned home he invented something now worth millions of dollars.

What was it?

 



During his walk in the woods, the man picked up several burrs on his clothes. When he returned home, he examined them under a microscope and discovered the mechanism whereby they stick on.

 



He went on to invent Velcro.



searching for a solution. It’s nice work if you can get it, and you can get it if you market.

In prehistoric days, marketing was not part of the cost of goods. You had some delicious and nourishing nuts and berries, and if a hungry caveman came by, you probably traded several handfuls of those nuts and berries for one of those soft and furry animal skins he was carrying across his shoulder.

Today, the best, most delicious and nourishing nuts and berries most likely come from your local supermarket, a dynamite nut and berry website, and advertisements in Gourmet magazine. That kind of marketing costs money. So you’d better prepare for it before offering your wares to the world. Yes, marketing is part of the capitalism deal, but it’s not complicated.

It is now pretty much understood why people patronize the businesses that they do. It’s known that they favor products and services that they trust, a human characteristic that has given rise to a phenomenon called “branding.” Branding helps people trust you. One of the jobs of a guerrilla is to convince customers to trust his or her offering.

Of course, quality is one of the factors that earns trust. And that’s why it’s part of the third broad stroke. Another factor that gains gobs of trust—and gives the little guy an edge over the big guy—is the ability to service what he sells. Don’t forget that one of your sacred goals is make your customers happy. Terrific service does just that.

Terrific service is not necessarily free for you to provide. And yes, it does require effort. In particular, it requires a person who wants to deliver it and doesn’t do it just because he’s supposed to. Hire people who want to deliver mouth-drop-open service and you’re well on your way to becoming a blue-ribbon guerrilla.

Factor in the cost of service right along with the cost of marketing and cost of goods. But remember that if you do it as the guerrilla does it, that investment in superb service pays off far beyond the promise of its cost.


Service is whatever the customer wants it to be.



You can render that sort of service if you really understand the importance of service in this century. It’s not what it used to be or what your teacher or your papa told you it was. It’s not what you—or, fortunately for you—most of your competitors think it is. The true definition of service is this: “Service is whatever the customer wants it to be.” Know that, and you won’t ever have to kid yourself into thinking that service has to be complicated. That’s the fourth broad stroke.

The fifth broad stroke is what guerrilla marketing is all about. Not sales. Not store traffic. Not turnover. Not responses to an offer. Not hits to a website. Not conversion ratios of visitors to the site. Not awards. Not sales records. Not any metric you can name. That fifth broad stroke is profits, what’s left over after you’ve deducted the cost of everything else in your business. No matter how glowing the other numbers in your business may be, it’s the profits that should glow, that keep you in business, that enable you to grow your business, that attract investors, that entice buyers of companies, and that ought to be the prime reason you went into business.

It’s your job to grow healthy profits every year. You owe that to yourself, your employees, your family, and your future. That’s why profits best reflect your success. Profits are elusive. Profits are honest. Profits are hard-earned. But profits are not complicated.

They are the fifth of the five broad strokes of success, and they are crucial to your company’s health. But earning them is not a winding road. Instead it is a straight road, possibly uphill, but always leading to exactly where you envision going.

The entire marketing process is made up of five broad strokes:1. You must be able to listen. Pick a problem that you can solve.

2. Determine how much it will cost you to solve that problem.

3. Don’t overlook the costs and necessity of marketing your solution.

4. Service what you sell.

5. Earn profits (what’s left over after you’ve deducted the cost of everything else in your business).







chapter 6

The Monumental Secrets of Guerrilla Marketing


THERE ARE 20 SECRETS, each only one word, each word ending in the letters “ent.” Be mindful of the 20 secrets revealed as you operate your enterprise and you’ll exceed your most radiant projections. It is slightly amazing to me that these are secrets at all. They are not secrets to guerrillas.




1. Commitment 


There are 20 secrets, each only one word, each word ending in the letters “ent.”



The first secret comes from a flashback in my career when I worked for an advertising agency that serviced a cigarette company with a brand in 31st place. Worse yet, it was perceived as a feminine cigarette in an era when more women smoked than men, but men smoked more cigarettes. Our plan was clear: Use marketing to change the identity of the brand from female to male while increasing sales of the brand.

This would not be easy. “Cathexis,” a word with Greek roots, relates to the degree of emotional attachment people feel to something. Cigarettes are a very high cathexis product. Getting women to switch shampoos because of marketing is easy because the majority of women do switch shampoo brands during the year. Shampoo is a low cathexis product. But smokers rarely switch.

The agency where I worked sent two photographers and an art director to the ranch of a friend of a staff member in west Texas. They were told to spend two weeks shooting unposed pictures of cowboys doing what real cowboys do on a real ranch. Each photo was to have beautiful Western scenery, horses, and men. No cows. No women.

While the shooting was taking place, a team of Leo Burnett ad agency creative people in Chicago dreamed up a fictional place. It was called “Marlboro Country.” They came up with a theme line: “Come to where the flavor is. Come to Marlboro Country.”


TAXI


We were riding to an ad agency presentation and spoke excitedly about the We presentation we were about to make.

 



The cab driver turned his head to ask, “You guys really believe that advertising stuff works?” He was definitely not an ideal customer. Or was he? “It doesn’t work for me.” He added, “I never would buy a product because of advertising. Never have. Never will.”

 



One of our people asked him, “ What kind of toothpaste do you use?” “Oh, I use Gleem,” he said, referring to the top-selling toothpaste at the time, “but it has nothing to do with the advertising. It’s because I drive a cab and I can’t brush after every meal.” Such is the power of branding—to him—to you—to me.



The photographs were developed, then enlarged. Each showed the beauty of the American West, a cowboy and a horse, plus a pack of Marlboros. On each, the theme line of Marlboro Country capitalized on the research that showed flavor was what cigarette smokers wanted most in their cigarette.

The Marlboro brand group in New York was so psyched by the campaign that they agreed to invest $18 million in it the first year. That Marlboro man was seen on TV, magazines, newspapers, and billboards across the land, in addition to being heard on the radio to stirring Western music, the theme music from the movie The Magnificent Seven (which is my favorite film).

Within that year, the Marlboro man became a cultural icon. Everyone knew who he was, what he symbolized, and of the existence of Marlboro. At the end of that year, that cigarette brand, once the 31st-best selling in the country—was still the 31st-best selling. Focus group interviews showed that the brand, once thought of as a feminine cigarette—was still perceived as a feminine cigarette.

Here we’d been showing macho men in macho surroundings, working their tails off on a ranch, and the brand’s sales hadn’t budged. But now let’s switch to today—right now.

Today, Marlboro is the number-one selling cigarette in the United States—number one to men and number one to women. It is now the number-one selling cigarette in the world. One of every five cigarettes sold on planet Earth is a Marlboro.

But nothing has changed with the marketing, other than cigarette advertising being banned from radio and TV, and the price of cigarettes soaring. The same marketing campaign that appeared to fail has succeeded to the point that Marlboro is now known as the best-marketed brand in history.

How did that happen? It happened because of the power of the first secret of guerrilla marketing. It’s the same secret as the secret of a good marriage or a great golf game or a successful business. The word is “commitment.”
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